CHAPTER SEVEN
TRAVEL DEMAND MANAGEMENT

AND TRAVELER INFORMATION
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OVERVIEW

Figure 7-1

Planned Special Event Express Bus Service from Park and Ride Lot

PURPOSE @ ﬁﬁ

This third chapter on event operations plan-
ning reviews strategies for: (1) mitigating
the travel demand impacts of planned spe-
cial events and (2) ensuring the transporta-
tion system operates as efficiently as possi-
ble on the day-of-event. Successful strate-
gies are presented in three sections that in-
fluence travel choice utility; travel demand
management, transit service, and pre-trip
traveler information. These initiatives en-
hance transportation system operations and
improve customer service for all users by
utilizing all available system resources and
excess capacity. The identification and suc-
cessful promotion of travel demand man-
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agement initiatives can reduce traffic de-
mand and, in turn, improve system effi-
ciency and travel time reliability.

INTRODUCTION & o 5%

Travel Demand Management (TDM) repre-
sents a key component of the overall ad-
vance planning process when forecasted
traffic demand levels approach or exceed
available road capacity. TDM strategies
may be warranted for planned special events
occurring during peak travel times, continu-
ous events located in downtown areas, street
use events of long duration, regional/multi-
venue events, and special events in rural ar-
eas having limited transportation system ca-
pacity. The goal is to optimize event patron
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and non-attendee travel through incentives
aimed at consolidating person trips and
altering user travel patterns and habits, while
minimizing any penalties to the user.

Transit service for a particular planned spe-
cial event includes: (1) public transit service
expansion or modification, (2) express buses
from area neighborhoods or park and ride
lots, and (3) charter bus service from other
cities and counties. These services, though
configured to net operators a profit, repre-
sent a travel demand management initiative.
The goal of transit operators involve design-
ing a special event service and related incen-
tives to not only improve the travel choice
utility associated with using transit, but also
to exceed the utility (e.g., travel time, park-
ing fees, comfort, etc.) associated with trav-
eling via personal automobile. Successful
transit services collectively may result in a
significant change in event patron modal
split without impacting service to non-
attendee users.

The availability of pre-trip travel informa-
tion, consisting of essential event operations
and real-time traffic information, proves ef-
fective in assisting event patron evaluation
of potential travel options, trip departure
times, and travel routes to the event venue.
Similarly, other road users, seeking to
minimize event-related impacts to their trip,
value this information.

TDM, transit, and pre-trip traveler informa-
tion initiatives complement one another and
work to reduce traffic on the roadway net-
work in the vicinity of the event. These ini-
tiatives are not infrastructure improvements
to increase capacity, but rather are methods
that decrease vehicular traffic by providing
event patrons with various travel choices as
well as providing information that may lead
to a reduction in traffic volumes. Some of
these strategies are implemented by: (1) the
public agency involved with the special
event, (2) the event planners themselves, and
(3) a combination of both groups.

TRAVEL DEMAND
MANAGEMENT (@ & 5%

oS

Overview

TDM strategies are used to maximize the
efficiency of the transportation system, thus
reducing the volume of traffic on the road-
way and minimizing the peak demand rates
that cause congestion. They do not repre-
sent infrastructure improvements to increase
capacity, but rather are methods that cause
traffic demand reduction by encouraging
other travel mode choices, particularly for
event patrons. As shown in Table 7-1, TDM
techniques for planned special events in-
volve two distinct groups.

Table 7-1
Travel Demand Management Goals
USER TRIP PURPOSE TDM GOAL
GROUP
Event patrons | e  Traveling to the e Encourage the use of travel modes other than personal automo-

event itself bile.

e Encourage a shift in arrival and departure times to reduce peak
traffic volumes.
e Increase vehicle occupancy.

Non-attendee .
road users

Traveling for rea- | e
sons other than .
the event itself

Divert non-attendee travelers around the impacted area.
Alter non-attendee time of travel to avoid conflict with event
peak ingress and egress times.
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Demand Management Strategies

Successful TDM strategies, developed to
reduce the amount of event patron traffic,
encourage the use of alternate travel modes.
Essentially, a successful, integrated plan in-
cludes, for example, providing convenient
alternates to driving an automobile to the
event site and encouraging the use of these
alternate travel modes. This includes in-
creases in scheduled public transit service.
In addition, express bus service can also be
provided from park and ride lots to the event
site as well as charter buses traveling to the
event site from outlying areas. TDM strate-
gies are also used to influence the travel pat-
terns of non-attendee road users by encour-
aging a trip time shift or a change in travel
mode. The resulting reduction in traffic de-
mand reduces travel times for both event
patrons and non-attendee road users. TDM
also reduces delay, increases levels of
safety, decreases motorist stress levels, re-
duces fuel consumption, and decreases cer-
tain vehicle emissions.

Table 7-2 contains a summary of travel de-
mand management strategies.

High Occupancy Vehicle Incentives

The ultimate goal of any high occupancy
vehicle (HOV) strategy is to increase the
number of persons traveling in each vehicle.
One option to reduce the amount of vehicles
on the roadway is to encourage HOV use.
In some areas, limited-access highways in-
clude HOV lanes to increase the attractive-
ness and efficiency of carpooling and van-
pooling. Many of these HOV lanes are in-
tended to assist commuters on a daily basis
and, as such, the hours of the HOV may be
limited to weekday commuting hours. In the
case of a major planned special event, con-
sideration should be given to continuing the
HOV restrictions on these lanes to later
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weekday hours, or even into weekend hours,
in order to encourage event patrons to car-
pool.

Incentives can be provided to encourage two
or more persons per vehicle. Figure 7-2 il-
lustrates one such example. The Suffolk
County Fair and a radio station (WALK) in
New York offered a promotion of $40 per
carload on certain days. This price included
parking, fair admission, and unlimited rides
for everyone in the vehicle. In this manner,
it was not economically feasible to travel
alone, but rather to travel with as many peo-
ple as possible in one vehicle.

Another strategy to encourage HOV’s in-
volves offering special privileges at the
event site. Special parking lots can be re-
stricted to HOV only, and these lots may be
located nearer to the venue in order to en-
courage carpools. Lower parking rates fur-
ther increase the attractiveness of this initia-
tive. Private parking lot operators can be
persuaded to offer special HOV pricing in
exchange for promotion in special event ad-
vertisements. As demonstrated by Figure 7-
3, this information needs to be relayed to the
public so that they know the advantages of
carpooling to the event site.

One successful implementation of HOV in-
centives took place at Husky Stadium on the
campus of the University of Washington in
Seattle for football games."” The Transpor-
tation Management Plan (TMP) included a
parking pricing system to provide financial
incentives for carpooling. During the 2000
football season, parking on campus cost $7
for vehicles with three or more persons and
$10 for vehicles with less than three persons.
Operators charged $17 for parking a recrea-
tional vehicle and $20 for buses, regardless
of the number of people in the vehicle. In
addition to the cost incentives, a marketing
plan was also developed to encourage car-
pooling. Messages such as “carpools save

OVERVIEW

Q0
Z
&
Z
z
<
=
A~
=
Q
z
<
>
a
<

| POST-EVENT ACTIVITIES |DAY-OF-EVENT ACTIVITIES

EVENT PROFILE




Table 7-2
Travel Demand Management Strategies
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" Thursday, June 27
& Wed esﬂaluly 3

only per |
CAR LOAD |

Free Admission & Unlimited
Ritdes for everyone in
; the vehicle
Presented
by WALK

fla 2 2
Figure 7-2
High Occupancy Vehicle Incentive

time and money and are a lot more fun than
going alone” were incorporated into the
Husky football transportation guide.

In addition to the plan implemented for Uni-
versity of Washington football games, a
similar plan was implemented for Seattle
Seahawks football games during the 2000-
2001 season when stadium construction
forced the Seahawks to use Husky Stadium
for home games. The public information
campaign for Seahawks football included a
summary of available parking in the vicinity
of the stadium. Since the Seahawks were
playing in a temporary stadium, fans had to
be oriented to: (1) new traffic flow routes to
access the stadium and (2) new event park-
ing locations and costs. A public informa-
tion campaign outlined Husky Stadium
parking limitations, including only 9,000 on-
campus spaces being provided as compared
to the 11,000 free on-street parking spaces

and 35,000 off-street parking spaces around
the Seahawks original stadium. Carpool
parking pricing incentives were established
similar to those used for University of
Washington football games. At the begin-
ning of the season, game day parking was
$15 for carpools with three or more persons
per vehicle and $20 for vehicles with less
than three persons. Stakeholders reduced
the carpool parking fee in mid-season to $10
in an effort to increase higher vehicle occu-

pancy.

In addition to venue operators offering HOV
privileges at venue parking areas, private
parking operators in the site area can also be
encouraged to offer special incentives to
event patrons. For example, if private lot
operators offer a special HOV discount, then
the event advertisements can mention that
particular private lot by name and location.
The “free advertising” may help private op-
erators balance discounts given for HOV
parking.

Thus, three high occupancy vehicle incen-
tive techniques include:

e Consider continuing HOV restrictions on
HOV lanes to later weekday hours, or
even into weekend hours, in order to en-
courage event patrons to carpool.

e Reduce parking fees for vehicles with
more than two people.

e Provide free advertising for private lots
to balance discounts given for HOV
parking.

OVERVIEW

Carpool and save even marel Each time you arrive with twa ar more other
passengers you'll receie a coupon for §3 off next year's Guaranteed Sonics
Parking pass. A potential savings of almost $1301

Figure 7-3
High Occupancy Vehicle Parking Incentive (Graphic courtesy of the Seattle Center.)
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Event Patron Incentives

Stakeholders managing discrete/recurring
events at a permanent venue that generate
high peak arrival and departure rates can
encourage event patrons to arrive early or
leave late in order to reduce the peak traffic
demand.

Sporting events and concerts fall into this
category given that, when the game or show
ends, the majority of event patrons leave the
venue at one time. This departure pattern
scenario can be offset using several strate-
gies:

e For instance, event organizers or venue
operators can offer special incentives for
spectators to stay after the event, such as
special programming on the stadium
video screens or post-event fireworks.

e Restaurants and pubs located in or near
the event venue can remain open and
may even offer special price savings
with a ticket stub.

e Some sporting events and other types of
events may feature live music after
games in order to encourage spectators
to remain at the venue.

e One incentive for parents to remain
longer at sporting events with their chil-
dren is a “meet the mascot” type of pro-
motion.

e Venues in downtown areas can also pro-
vide extended parking, at no additional
cost, for event patrons who wish to re-
main in the area and go to downtown
restaurants or shops. Instead of parking
lots having to be vacated a certain time
after the event, extended parking hours
allow event patrons to linger in the sur-
rounding downtown area. These incen-
tives help to spread out the flow of de-
parting traffic and lessen the peak traffic
demand on the roadway network. This
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concept also benefits businesses in the
vicinity of the event venue.

Incentives that can be used to attract patrons
to events earlier than usual include:

e Registration in free drawings and con-
tests that occur before the event to attract
spectators to the event site.

e Venue restaurants can open early and
offer special incentives to attract specta-
tors before the event.

e Tailgating may also be encouraged to
attract event patrons to venue parking
areas hours before the actual start of the
event.

e Organizers of sporting events can en-
courage spectators to arrive early and
watch teams warm-up before the game.

Venues that do not have pre- or post-event
activities can solicit suggestions from the
public through mailings or via the venue
website. For example, when season ticket
applications or tickets to the event are
mailed, an accompanying survey can ask
event patrons which type of pre- or post-
game activities they would be more likely to
take advantage of. Similar types of ques-
tions can also be presented on an event or
venue website, as illustrated in Figure 7-4.
As a result, the pre- or post-game events will
cater to the persons who actually attend the
event, thus increasing the number of specta-
tors attending staged activities. For recur-
ring events, stakeholders can survey the pa-
trons in the venue or distribute suggestion
cards when patrons enter or exit the venue.

One example of implementing successful
event patron incentives involves the San
Jose, CA “America Festival”. The website
for this event alerted spectators that they
need to plan ahead for the event’s hallmark
4™ of July fireworks display since the park
venue reached capacity early the year be-



fore. The website suggested that event pa-
trons arrive early and see one of the many
bands that performed at the festival in addi-
tion to sampling the food and drinks avail-
able. In this manner, the arrival patterns to
the event become spread out over a longer
time period. Instead of all spectators show-
ing up at one time, the arrival patterns are
influenced by the music that the event pa-
tron would like to listen to. In addition, the
availability of food and drinks at the festival
also helps to spread out the arrival patterns.
These incentives reduce congestion by re-
ducing the peak arrival rate of event patrons.
Collectively, the incentives convert a dis-
crete event (fireworks display) into a con-
tinuous event (festival).

Fan Paoll

'O which pre-
event would yvou
rmost likely attend
before a Conseco
Fieldhouse
sponsored event?

Free food
tazting

Micro-Beear
tazting

Wine tasting

5 N0 S B

Children’s
festival

Q>
— —

——— I

Figure 7-4
Venue Website Survey on Event Patron In-

centives (Graphic Courtesy of Conseco
Fieldhouse.)
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In addition to the recommendations for ar-
riving event patrons, the website also sug-
gested that spectators remain after the fire-
works for another concert. Figure 7-5 dis-
plays the slogan posted on the event website.
In this manner, stakeholders assumed that
some event patrons would leave immedi-
ately after the fireworks display and some
would stay to listen to the music. This re-
duces the peak departure demand on the
transportation system. The post-fireworks
concert entertained spectators as they waited
for traffic congestion to dissipate. In turn,
event patrons did not feel that they were just
“sitting around and waiting” for congestion
to dissipate.

OVERVIEW

pSSSt. .
And here's another Little secret: Stick arcund after the
firewotks show on July 4th for some great tmusic, and you

can avoid the traffic congestion in the parking garages, on the
streets, and on the ght rail while dancing the mght away!

Figure 7-5
Event Patron Incentive (Graphic courtesy of
EHC & FILCO.)

Bicyclist Accommodation

Another alternate form of transportation that
can be used to access the event is a bicycle,
especially in downtown areas. Special ac-
commodations need to be provided for event
patrons that wish to arrive by bicycle.
Safety is a concern for all bicyclists, and
proper bicycle paths need to be provided.
These paths can consist of existing bike
lanes and trails that are augmented with
temporary paths leading to the event site.
The provision of bicycle paths maximizes
safety for the bicyclists and keeps them off
roadways that experience higher traffic vol-
umes due to the event.

Security represents a major concern of bicy-
clists. Figure 7-6 shows a bicycle parking
area for a planned special event. In order to
encourage bicycle travel, bicycle parking
areas may be staffed (e.g., valet service) to
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prevent bicycle theft. In addition, if the bi-
cycle parking area is located close to the en-
trance of the venue, it may encourage event
patrons to use their bicycles in order to ac-
cess the event easier. Public transit opera-
tors may also provide accommodations for
bicycles during events, such as bicycle racks
on the front of transit buses that allow spec-
tators to access mass transit while carrying a
bicycle.

Figure 7-6
Bicycle Parking Area

Local Travel Demand Management

TDM strategies that reduce the amount of
background, non-attendee traffic consist of:

e Increasing the use of transit (e.g. transit
promotion).

¢ Encouraging use of carpools.

e Shifting of work hours.

e Shifting of commercial truck travel
routes and delivery/travel times.

For non-attendee road users, a successful
TDM plan encourages alternate travel
choices, such as avoiding travel during times
of event ingress/egress or travel near the
event venue, that ultimately increase mobil-
ity and travel time reliability for these users
compared to their default travel choice. This
includes personal and business travel in ad-
dition to commercial truck travel.

7-8

Businesses can help minimize traffic de-
mand during peak commuting hours through
implementing TDM strategies such as:

Telecommuting
Flexible hours
Modified delivery schedules

Carpooling should also be encouraged by
major employers and through public infor-
mation campaigns. In order to assist the
business community in the implementation
of TDM, information detailing recom-
mended strategies and how to implement
them should be distributed.

The event planning team should inform the
local community as to the magnitude of the
planned special event through a series of
press releases and public service announce-
ments. Alternate routes to and around the
event can also be published in daily news-
papers, discussed on local television or radio
news, and communicated by public and pri-
vate traveler information services.

In the special case of events that occur in-
frequently, businesses located in the imme-
diate vicinity of a venue (e.g., hosting a
Monday Night Football game) may allow
employees to leave early on event dates.
This initiative causes an increase in parking
supply for event patrons. A public informa-
tion campaign can be used to notify busi-
nesses of the possible problems that could
occur and how these problems can be allevi-
ated by clearing, for example, a downtown
area prior to a certain time.

Successful local travel demand management
techniques, instituted by local businesses,
were utilized during the 2002 Winter Olym-
pics in Salt Lake City, Utah.”” These strate-
gies effected a change in residents’ travel
patterns during the event. A post-event tele-
phone survey indicated that about one-fifth
of residents changed their travel patterns



during the games. The predominant change
involved employers revising normal work
schedules during the event and allowing ear-
lier work hours or flexible schedules.

In order to reduce commercial truck traffic,
stakeholders should contact pertinent truck-
ing companies and advise them of times that
truckers should avoid traversing freeway
and arterial corridors serving the event
venue. Trucking companies should attempt
to reduce the number of truck trips made and
shift some of their remaining truck trips to
nighttime hours. Special mailings can be
sent to long haul trucking companies in or-
der to inform them of an upcoming planned
special event and affected road corridors. In
addition, fliers can be distributed to truck
drivers at major points of entry to the region,
disseminating information on the days and
times of the event, high impact locations,
and special traffic patterns. During the
event, e-mails containing traffic advisories
can be sent to trucking companies so that
they can, in turn, get the word out to truck-
ers via citizens-band radio and through their
electronic  distribution lists. Portable
changeable message signs (CMS) and high-
way advisory radio (HAR) can also be
placed at major ports of entry to alert truck
drivers.?®)

Some components of a successful freight
management plan include requiring trucks to
have permits to enter certain areas between a
set time frame. In this way only trucks that
need to be in the area will be present during
peak traffic times. In addition, delivery
hours can be restricted to overnight to com-
pletely avoid conflict with event traffic.
Long-haul trucking can be discouraged from
certain roadways in the event area by pro-
viding directions on the roadway that divert
trucks around the area surrounding an event
venue.
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TRANSIT SERVICE &

Overview

Modifications to existing transit service for a
special event represent TDM strategies. The
focus of the public transit agency is to in-
crease ridership during the event by increas-
ing the attractiveness of the service that it
provides. In many locations and for many
types of special events, additional ridership
to and from special event sites can provide
substantial additional revenue for the transit
system at little additional cost. Also, transit
system use may relieve traffic congestion
around the venue.

Table 7-3 contains a summary of transit ser-
vice strategies.

Public Transit Service Expansion

In order to maximize the use of public tran-
sit, options need to be convenient (e.g.,
faster travel time and satisfactory comfort
level) for event patrons without impacting
non-attendee transit users.

Three possible approaches to using public
transit during special events includes:

e Existing service with additional vehicle
hours. In general, this represents an ex-
tension of the existing service and is in
addition to the regularly scheduled tran-
sit service. The extension of existing
service may include: (1) expanded hours
of operation or (2) increased frequency
of system service on a particular route in
order to serve a planned special event.

e Modifying existing service by creating a
route deviation. A deviation involves
adding a new transit stop near the event
venue to the existing route. In addition,
a deviation of the regular route may be
required due to road or travel lane clo-
sures needed to stage the planned special

OVERVIEW
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event. Because of these deviations, sta-
tion-to-station travel times may change.
Implementation of an express service to

establish a special purpose route to and
from the event. This service, including
bus and commuter rail, usually requires
riders to pay a fare, although event spon-
sors may reimburse the service cost or
include the cost in the ticket price. The
express service will involve an entirely
new route and new schedule of service
that accommodates the operational char-
acteristics of the event served. Express
bus routes may originate, for example,
from regional park and ride lots or re-
gional commercial centers with available
parking. Express bus operations are dis-
cussed in more depth in the “Express
Bus Service” section.

The Portland, Oregon area has a special Tri-
Met SETS (Special Events Transit Service)
Program that handles all requests for modi-
fications to existing transit service due to a

special services are evaluated based on the
following criteria as outlined in Tri-Met’s
Service Standards:

Serving the Public Interest - Certain
community events require the movement
of large groups of people during certain
hours of the day. These are events that
would otherwise seriously restrict traffic
movements unless public transit took an
expanded role. Historically, these events
are annual events, although some one-
time events may also be considered. The
decision to provide the service is based
on an evaluation of available resources
and the need for the service.

Cost Effectiveness - The special service
requested must be evaluated based on
both operations and system cost and on
the availability of operators and equip-
ment.

planned special event.”) Requests for all
Table 7-3
Transit Service Strategies
STRATEGY TECHNIQUES

Public e  Maximize use of public transit.
transit o  Existing service with additional vehicle hours
service o  Modifying existing service by creating a route deviation with a stop near the event
expansion venue

o  Implementation of an express service to establish a special purpose route to and from

the event site

Express bus e Discourage event patrons from driving their vehicles to the event site due to expected site
service parking deficiencies and anticipated roadway congestion.

o  Using express bus service between a park and ride facility or remote parking lot and

event venue
o  Using park and ride lots that best intercept spectator traffic as it approaches the event
site.
Charter e Use a contract service to provide transportation directly to the event site from outlying ar-
service eas (e.g., other neighborhoods and cities).
e Consider both charter bus operations as well as charter rail service.

Transit e Establish a comprehensive transit marketing program.
Service o  Informing the public of the availability of public transit service to/from the event
marketing venue

o Convincing the public to use the service
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e Patronage Potential - The special ser-
vice must be evaluated on its potential
ridership.

o Service That Could Be Provided By Oth-
ers - Consideration is given as to
whether or not the service can be pro-
vided by others, which includes charter
bus operations, taxis, carpools, vanpools,
and other dial-up services. Included in
these considerations are the possibility
that larger buses may be needed based
on cost, geographic limitations, and po-
tential market penetration.

e Partnership Building - Tri-Met’s goals
include partnership building in the
community. This helps to enhance Tri-
Met’s role as a community partner and
as a facilitator of mobility.

In areas where service overlaps involve two
or more agencies, inter-agency coordination
is very critical especially on issues of fares,
transfers, and scheduled service hours. One
pitfall to avoid, especially for non-regular
riders, is forcing riders to use several differ-
ent fare instruments. In other words, trans-
fers may not be allowed unless the rider
pays a new fare. This obstacle should be
eliminated through inter-agency coordina-
tion.

Express Bus Service

Stakeholders managing travel for a particu-
lar event may discourage event patrons from
driving their private vehicles to the event
site due to expected site parking deficiencies
and anticipated roadway congestion. These
spectators would likely utilize an express
bus service, originating from a permanent
park and ride facility or other vacant parking
area (e.g., regional mall overflow parking
area), if the service provides a higher level
of service to event patrons compared to the
drive-alone option. An express bus would
furnish direct service to the event venue. In
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order for an express bus service to operate
successfully, the express bus stations (e.g.,
park and ride areas) must be strategically
located to intercept spectator traffic as it ap-
proaches the event. In determining appro-
priate express bus station locations, the
event planning team should review the re-
sults of a feasibility study market area
analysis.

Six successful examples of express bus ser-
vice include:

e A successful public transit and express
bus campaign was utilized during the
2002 Winter Olympics in Salt Lake City,
Utah.”) During the event, over 2.5 mil-
lion passenger trips were recorded on the
Salt Lake City public transit system for
an average of about 150,000 per day.
TRAX (Salt Lake City’s light rail sys-
tem) carried two-thirds of the passengers
and park and ride express buses carried
the remaining third.

e Another successful implementation of
express bus service involves football
games at Husky Stadium on the campus
of the University of Washington in Seat-
tle.")” Football game attendees were en-
couraged to take public transportation to
the stadium. All football ticket holders
were able to ride King County Metro
buses for free to the stadium via special
service routes from park and ride lots in
the region. Event parking revenues sub-
sidized the cost of the express bus ser-
vice.

e In addition to the plan implemented for
University of Washington football
games, a similar plan was implemented
for Seattle Seahawks football games dur-
ing the 2000-2001 season, when the
Seahawks were forced to use Husky Sta-
dium for home games. The Seahawks
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developed a comprehensive public in-
formation and promotion campaign. The
campaign, entitled “Tackle Traffic,” in-
cluded a full range of television, radio,
and print media promotions. Fans were
advised of the free fare transit service
through the campaign. The campaign
also informed event patrons that the
transit service provided faster travel
times than driving to the game due to the
priority routes and loading locations as-
signed to buses before and after the
game.

The Regional Transportation District of
Denver, Colorado provides an express
bus service for Denver Broncos football
games known as BroncosRide. This
service provides transportation from 30
free park and ride lots in the surrounding
area. A fee of $6 roundtrip is charged to
each event patron for the bus service or
spectators can also purchase a season
pass. In addition, after the game, the ex-
press bus stations exist directly outside
of the stadium.

Milwaukee, Wisconsin hosts the annual,
multi-day Summerfest music festival
where special express bus service, pro-
vided by the Milwaukee County Transit
System and other private companies, op-
erates throughout the event. The express
service utilizes existing park and ride fa-
cilities in the area. Certain buses are
provided free of charge, while service on
other express routes cost $5 for a round-
trip ticket with tickets available only at
the point of origin.

The Downtown Shuttle Service also op-
erates in the Milwaukee downtown area.
A list of parking lots and structures lo-
cated near the shuttle route is dissemi-
nated on the event website. These park-
ing facilities offer a special parking rate
of $5 or less when event patrons enter
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after 5 P.M. on weekdays and all week-
end. The Downtown Shuttle Service
provides 5 to 10 minute headways dur-
ing the event and stops at designated sta-
tions along the route serving the event.
The cost of this service is $2 roundtrip.

Charter Service

Charter service represents a contract service
that provides transportation directly to the
event venue from outlying areas (e.g., other
neighborhoods and cities). Users often can
purchase tickets in advance and generally in
conjunction with the event ticket. This ser-
vice can include both charter bus operations
as well as charter rail operations. The char-
ter service configuration usually involves
providing direct service to the event venue.
However, service may also connect to an
existing transit station or park and ride lot
(e.g., express bus transfer).

Advantages of charter operations include:

e Provides the opportunity for residents of
outlying areas to use mass transporta-
tion. This represents the main focus of
charter service.

e Allows people who would not normally
have access to public transportation for a
particular event to use the service.

e Results in a reduction in traffic in the
vicinity of an event site as well as on
major corridor flow routes serving the
site.

e May include free parking in the outlying
area to help promote the service.

e Allows operators to offer special season
passes at a discount rate to attract riders
for recurring events (e.g., football
games).

One key aspect of charter bus service con-
cerns the need to provide emergency trans-
portation for riders should the need arise.
For example, charter service travel times



may exceed an hour. Patrons who use the
charter service must remain in the area of
the event until the completion since, typi-
cally, only one bus or train is utilized for the
event. Therefore, if a patron needs to return
home as a result of an emergency, a “guar-
anteed ride home” service needs to be pro-
vided as part of the charter service. This
represents one of the factors against charter
service and, therefore, the availability of an
emergency ride home policy will likely at-
tract more users.

One example of a successful charter service
involves the Rochester-Genessee (NY) Re-
gional Transportation Authority (RTS). The
RTS runs a charter bus operation from the
Rochester area to Buffalo Bills” games. The
first pick-up is at the RTS headquarters and
occurs 4 2 hours before the kick off. Three
more stops exist, 4 hours, 3 % hours, and 2
hours and 45 minutes before the game. Af-
ter the last stop, a direct trip is taken to the
stadium facility with the bus arriving one
hour before kickoff. The charter bus departs
for the Rochester area 45 minutes after the
completion of the game. RTS operates a
similar charter bus operation for Syracuse
Orangemen football and basketball games,
including the first stop a full 4 hours before
the event start.

Public transit agencies may provide charter
service, but only under special circum-
stances. In cases where the Federal Transit
Administration (FTA) subsidizes a particular
transit agency and that agency wants to pro-
vide any charter service using FTA funded
equipment or facilities, then the transit
agency must first determine if any local pri-
vate bus companies can and will elect to
provide the desired charter service. If a pri-
vate operator exists, FTA regulations pro-
hibit transit agencies from establishing a
charter service with FTA funded equipment
or facilities. Public transit agencies must
submit a charter service request to the FTA
at least 90 days prior to the first day on
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which the transit agency wants to provide
charter service. Specifics of this FTA regu-
lation are contained in 49 CFR Part 604,
“Charter Service” which went in effect on
May 13, 1987.

Transit Service Marketing

In order for public transit to be effective, the
general public must be made aware of the
benefits of using the transit system. This
can be accomplished through a comprehen-
sive transit marketing program. This pro-
gram serves to: (1) inform the public of the
availability of public transit service to/from
a special event venue (2) convince the pub-
lic to use the service. Stakeholders can de-
velop various marketing techniques to ac-
complish one or both of these tasks.

San Francisco Giants Program

One successful implementation of a transit
marketing program involved the San Fran-
cisco Giants baseball team in coordination
with the regional Metropolitan Transporta-
tion Commission (MTC), Bay Area transit
operators, and the San Francisco Department
of Parking and Traffic. These stakeholders
collectively developed and implemented a
comprehensive transit marketing campaign
prior to the opening of the new Pac Bell
Park in San Francisco.

The goal of the program involved attracting
patrons to transit in large numbers. The
name of the campaign was “Your Ticket
Home,” and it was funded by the Giants, the
MTC, and a number of corporate sponsors.
Each corporate sponsor’s logo was printed
on materials associated with the campaign.
The transit marketing program targeted first-
time transit riders. Since the Bay Area has
an extensive public transportation system,
the main focus of the campaign was to edu-
cate the traveling public. Key elements of
the transit marketing campaign included:
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o Transit Information Guide — A pocket-
sized foldout information guide was de-
veloped and widely distributed to Giants
fans, including all season ticket holders.

o Transit Information Hotline — A toll-free
number was developed to provide live
transit planning assistance for patrons.

o Transit Tickets by Mail — Giants season
ticket holders were provided the oppor-
tunity to purchase transit tickets in ad-
vance through the mail.

o Transit Incentive Program — Giants fans
that purchased transit tickets in advance
were rewarded with points toward the
Giant’s fan appreciation program.

o Transit Advertising — An advertising
campaign was developed using the
“Your Ticket Home” logo and was fea-
tured on Bay Area trains and buses and
in the ballpark. The use of public trans-
portation was also heavily promoted on
Giant’s radio and television broadcasts
as well as on the scoreboard inside the
park.

o Transit Ambassador Program — The Gi-
ants and the various transit agencies
worked together to provide “transit am-
bassadors.” These ambassadors helped
to answer questions and guide new riders
through transfers and fare collection
procedures at various stations. These
ambassadors wore brightly colored uni-
forms that were easy to recognize.

The Giants, the MTC and the San Francisco
Department of Parking and Traffic also
worked together to effectively publicize
available transit services through local me-
dia including newspapers, television, and
radio. In addition, press releases were is-
sued and interviews were scheduled on tele-
vision and radio to further promote the tran-
sit program.
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PRE-TRIP TRAVELER
INFORMATION & g%

Information Needs

Various traveler information techniques are
used to disseminate information to the pub-
lic, including both event patrons and non-
attendee road users, so they can be better
informed when planning their trip to a
planned special event, or around an event.
Table 7-4 lists techniques used to provide
pre-trip information to the traveling public.

Table 7-4
Pre-Trip Traveler Information Dissemina-

tion Techniques
TECHNIQUE

Internet

Telephone information systems
Public information campaign

Event and venue transportation guide
Kiosks

Television

Newspapers

Changeable message signs

Highway advisory radio

The primary function of pre-trip information
involves assisting drivers with decisions re-
garding route planning, travel mode, and the
time of day to travel. Accurate pre-trip
travel information will provide benefits to
all transportation system users in the form of
time and cost savings.

Pertinent information that event patrons may
want before beginning their trip include:

e Best driving route to the venue from
specific origins (e.g., cities or freeways)

e Best public transit route

e Parking area locations and parking fees,
access to disabled parking spaces, and
times that the parking areas open before
the event



e Recommended event ingress and egress
routes, particularly if different for arri-
vals and departures

e Up-to-the-minute roadway information
(e.g., current traffic conditions and
weather conditions)

e Estimated travel time by different travel
modes

e Event information such as times and
schedules

e Recommended speed/safety advisories

e Scheduled roadway construction and
maintenance lane closures

e On-street parking restrictions during the
event

e Heavy vehicle restrictions

e Expected delays leaving the event

This information may help event patrons
better gauge the utility associated with
available travel choices and, in turn, assess
what transportation mode and route they will
be taking to the event. Pre-trip traveler in-
formation also helps event patrons budget
sufficient time in accessing the event venue.

Non-transportation information that may be
pertinent to an event patron’s travel plan in-
cludes security procedures. This encom-
passes items allowed to be brought into the
parking area or the venue itself, including
pets. This information is important since it
may impact the amount of time it takes spec-
tators to get into a parking area or venue.
Other information includes what vendors are
available on-site, since event patrons may
have the option of eating before or after the
special event. This will impact the time the
event patron designates for venue arrival. In
addition, a seating chart and gate locations
may assist the spectator in selecting which
parking area to use.

Non-attendee road users also desire informa-
tion on event specifics, but this information
is directed more to possible road/lane clo-
sures or changes in normal traffic patterns.
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The main issues for the non-attendee road
user becomes, “How will the event gener-
ated traffic impact my daily driving rou-
tine?” The most relevant information is up-
to-the-minute traffic reports in the area of
the venue, used by non-attendee road users
to determine if their travel route needs ad-
justing. Information on travel lane closures
is also important to determine if extra time
needs to be budgeted or an alternate route
taken.

All of this pre-trip information helps trans-
portation system users plan their best route
to and from the event or around the event.
The event patrons will have the information
they need to arrive on time for the event;
moreover, the information will prepare them
for what may lie ahead in their trip. The
non-attendee road users are also made aware
of what to expect as a result of a planned
special event. If residents and businesses in
the area surrounding a venue incur signifi-
cant impacts, then it may be more difficult,
in the future, to obtain special event permits
in the area.

In order to improve public understanding,
cooperation, and acceptance of the planned
special event, stakeholders should consider
the following actions:

e Develop public information programs to
encourage early travel to the event
and/or spectator use of alternative routes
or transit.

e Develop public information programs to
encourage non-attendee road users to
consider transit, ridesharing, and alterna-
tive work hours.

e Develop agreements with trucking agen-
cies to avoid peak period travel and de-
liveries.
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Internet

Internet websites have several key points of
interest when they are used to disseminate
traveler information:

e Provide global information distribution
since geography is not a limiting factor.

e Facilitate interactivity by allowing users
to control information display. Users
can find information about what they are
interested in and may also find informa-
tion they did not know was available.

e Can target a specific subject area and
concentrate on this area with links to
other related sites.

e Provide detailed information that is not
easily conveyed by telephone.

e Provide flexibility since revisions and
updates can be made in a fraction of the
time and cost of re-printing material
(e.g., brochures).

e Identify conditions affecting service,
thus answering the question: “Why are
there delays on this section of roadway
at this time?”

e Use graphics capabilities. Users under-
stand complicated subject matter better
when presented with graphics.  This
concept holds true with driving direc-
tions and transit maps, for example. It is
easier to digest the information via a
map rather than read a table of times and
destinations. In addition, the graphics
can be printed and used at a later date if
needed.

e Promote existence and use of telephone
information systems (e.g., 511 service).

Public Agency Websites

As illustrated in Figure 7-7, a typical public
agency website includes up-to-the-minute
information for the traveling public both be-
fore the event and on the day-of-event. In-
formation provided on these websites in-
cludes traffic conditions, such as road seg-
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ment speeds or traffic incident locations. In
addition, websites can include in-depth de-
tails regarding traffic incident characteristics
by allowing the user to click on icons for a
more detailed explanation. As an example,
if a certain icon shows a traffic incident, the
user can click on that icon and see a more
detailed explanation of the traffic incident
itself.

IN THE (LOOP|

Updates from 3:30 to 5:00 p.m. weekdays

« Taste of Chicago closures are in effect]
Closures include Columbus from Monroe to
Foosevelt, Congress from Michigan Ave. to
Columbus, and Jackson through Grant
Parlk. IMPORTAMNT MOTES FOR DAILY
RUSHHOUR COMMUTERS BELOWY TO
AVOID GRANT PARK COMGESTION .

Figure 7-7
Traffic Information Dissemination Via a
Public Agency Website (Graphic courtesy
of the Chicago DOT.)

Public agency websites also provide infor-
mation on roadway closures, locations of
roadway construction sites, and details of
planned special events impacting transporta-
tion system operations. Again, the user can
obtain more detailed information for each
location by clicking on a certain area within
the website. A typical public agency web-
site may provide weather information along
with information on pavement conditions.

Public agency websites may disseminate
closed-circuit television (CCTV) camera
images. By clicking on CCTV location
icons, a snapshot picture of the latest CCTV
image is shown on the website. In addition,
locations of CMS and their current message
can also be shown. Public agency websites,
or private traffic advisory services, may also
allow users to subscribe to an alert system
that allows them to receive e-mails if a traf-
fic incident, roadway construction, or



planned special event impacts operations on
a user-defined route.

One successful implementation of a website
for disseminating pre-trip traveler informa-
tion was the Utah DOT’s CommuterLink
Website (CLW) used during the 2002 Win-
ter Olympics in Salt Lake City, Utah.”) The
CLW represented the most highly accessed
traveler information element during the
Olympics. It included typical public agency
information on traffic conditions including
speeds and incidents. It also disseminated
information on roadway closures, current
roadway construction, weather conditions,
and pavement conditions. In addition to the
typical public agency information, the CLW
provided Olympics travel information.

In order to assess the usefulness of the CLW
during the Olympics, a survey was con-
ducted of both residents and visitors to the
Salt Lake City area. The results of the visi-
tor survey showed that 41 percent of visitors
heard of the CLW and 34 percent of visitors
stated they used the CLW. The results of
the resident survey indicated that 70 percent
of residents heard of the CLW while 21 per-
cent used it. Both visitors and residents in-
dicated that they used the CLW to obtain:

e Traffic information

e Road conditions

e Olympics information (e.g., travel op-
tions and event operations information)

e Weather information

Event or Venue Website

A typical planned special event or venue
website includes event start times and direc-
tions to the event. The website can also
provide information on parking area loca-
tions, fees, alternate routes, or incentives to
use different modes of transportation. A
venue website represents one of the best
techniques to reach the people attending the
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event. Successful websites also provide in-
formation on the availability of public trans-
portation and route maps for all public
transportation alternatives. Venue ingress
and egress routes can be specified on a web-
site to provide valuable advance information
to the traveling public. Appendix L contains
examples of public agency and event-
specific websites.

Telephone Information Systems

Another method to disseminate pre-trip
traveler information to the public is by the
use of telephone information systems (e.g.,
511 service). This system consists of an
automated voice recognition system and/or a
menu that can be accessed by using a touch-
tone phone, and the system provides up-to-
the-minute traveler information. The system
includes information on traffic conditions,
public transit information, and road condi-
tions. The system can also provide event-
related information such as times, location,
and event descriptions. Parking information
can also be provided, such as parking loca-
tions and parking lot status information.
The system can furnish updated information
on event travel alternatives throughout the
event. Stakeholders should coordinate with
telephone information system operators
(e.g., state DOT) to ensure that information
pertaining to a specific planned event is in-
cluded in the system and updated regularly.

Marketing a 511 service for a planned spe-
cial event includes the following considera-
tions:

e Deployment of roadside signs on travel
routes to the event venue and placed in
advance of the event dates.

e Promotion through the media.

e Establishment of partnerships between
511 service operators and all venue op-
erators in a region.
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e Use of television commercials and radio
advertisements.

e Use of an event transportation guide for
information on the service.

In addition to disseminating information via
the Internet during the 2002 Winter Olym-
pics, the Utah DOT also operated a 511
telephone information system. Figure 7-8
shows the 511 service structure established
by the Utah DOT. On a typical day during
the Olympics, the 511 service received
1,923 calls.?) Callers to the 511 service ac-
cessed the following main menus within the
system:

Traffic menu

Transit menu
Olympics menu

Road conditions menu

Both residents and visitors were surveyed in
regard to an evaluation of the telephone in-
formation system. The results of the survey
showed that 25 percent of visitors heard of

the 511 service and 17 percent used it. The
survey results reported 44 percent of resi-
dents heard of the 511 service; however,
only 4 percent of residents used it.

The 511 service is normally run by a re-
gional or statewide public agency, and the
service is not intended solely for planned
special events. A telephone information
system is also used on a daily basis by
commuters and other travelers in the area to
obtain information on daily traffic condi-
tions. However, one way that planned spe-
cial event stakeholders can promote use of
the existing service is to advertise it on the
event website. This was done on the Bristol
(TN) Motor Speedway’s website. On the
first page of directions to the venue, an ad-
vertisement, shown in Figure 7-9, was
placed for the area’s 511 service. As a re-
sult, the event website alerted event patrons
of a means to obtain accurate, up-to-date
traveler information before commencing
their trip to the event venue or while en-
route.

Main
Menu
o | Publc | Road -
Traffic ransit Condifions! Olyrmpics
City Hwy | City Hwy Fvenl Daily
Name # | Name | # Direction  Schedules
Hwy | | Ful [seg.| [Seq.| | Fic [ Hwy Full | Seq. | | Seg. | B
# Report [ A | B W # Report| A BN

1 | | |

Buses TRAX ! FlexTrans ' ERideshurei

Figure 7-8
Telephone Information System Menu Structure®
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How To Get To The Speedway
{(and how to get home!)

When there is NOT a major event at Bristol Mator PR
Speedway or Bristal Dragway, the most direct route to the

Speedway and Dragway from Interstate 81 north is on 5,'
Huwry. 11E. Take “irginia Exit 3 and Hwy. 11E will take you

directly to the Speedway. From Interstate §1 south, take VIRGINIA'S 511
Tennessee Exit B9 and turn east on Hwy. 394, Hwy 394 TRAVEL

will take you to the Bristol Dragway Entrance. Turn on INFORMATION
Huwry. 11E Morth to access the Morth Entrance and South i3
Entrance to Bristol Motor Speedway.

Figure 7-9
Promotion of 511 Service on Event Website
(Graphic courtesy of Bristol Motor Speed-
way.)

Public Information Campaign

A public information campaign is simply an
outreach initiative designed to disseminate a
message(s) to a general audience and to gar-
ner public response to the message subject.

Key considerations include:

e In order for a public information cam-
paign to be successful, stakeholders must
initiate the campaign well in advance of
a special event.

e Information disseminated through the
campaign needs to reach both event pa-
trons and non-attendee road users.

e Maps showing event site and location of
parking areas, as well as any associated
roadway closures and/or special traffic
patterns, can be placed in local newspa-
pers. In addition, this information can
be broadcast on local radio and televi-
sion newscasts throughout the day.

e Special media briefings can be held in
advance of the event so that the media
has ample time to inform the public of
the upcoming activities. Stakeholders
can provide the media with maps and
written information.

As shown in Figure 7-10, television adver-
tisements can broadcast telephone numbers
to call for additional information about a
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planned special event and related travel op-
tions.

SUMMER'S  HOT, W#f
GET DDWNTEJWN s

Figure 7-10
Public Information Campaign Promotion

The Wisconsin DOT and its stakeholder
partners provide several information pack-
ages for events held throughout the state.
One such event was the 2002 Major League
Baseball All-Star game held at Miller Park
in Milwaukee. The DOT provided a de-
tailed brochure for event patrons going to
the baseball game, informing them of road
construction and potential difficulties (e.g.,
delays) in accessing the ballpark. The bro-
chure then specified, in detail, alternate
routes that motorists could take to avoid the
most congested areas. The brochure also
directed event patrons to the DOT website
for further information concerning any topic
covered.

The Wisconsin DOT also produced a bro-
chure entitled “Get Down Downtown” for
the Milwaukee area. This brochure included
maps of the area that specified all on-going
roadway construction projects. It also pro-
vided information on available public transit
system service and parking area locations.
Suggestions, such as “carpool with friends
and coworkers,” were made to reduce traffic
demand in the downtown area, particularly
when planned special events occur. The
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brochure listed summer travel tips in addi-
tion to guidance (e.g., websites) on where to
get more information about any particular
topic. In this manner, the brochure provided
an abundance of information while not
overburdening the reader. Instead of the
reader having to look through an entire
guide, subject areas were listed coupled with
statements on how to obtain additional in-
formation. Figure 7-11 presents the summer
travel tips communicated by the brochure.

Event and Venue Transportation
Guide

Another strategy that can be used to distrib-
ute pre-trip traveler information is through
an event-specific or venue transportation
guide. These guides are normally distrib-
uted to event patrons when they receive their
tickets for an event, or the guides can be
downloaded from an event or venue website.
Local hotels can also maintain copies of the
transportation guide.

Typical items that may be included in a
transportation guide that comprise useful
pre-trip traveler information include:

Schedule of events

Driving directions

Area map

Inbound and outbound traffic flow
routes

Parking areas
e Area transportation options

Transportation guides can illustrate the
benefits of carpooling. Parking facilities
within a downtown area can be shown, and
the guide can emphasize those parking fa-
cilities that offer HOV pricing. Local access
streets can be identified with a request not to
use those streets while driving to and from
the event unless the driver intends to patron-
ize local businesses either before or after the
event.
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= Be aware of street closures
before traveling downtown. Visit
www.dot.state.wi.us to view traffic
cameras and travel times.

# Plan an alternate route. Be aware
of other ways to get to your destination.

# Visit ParkMilwaukee.com to find
parking information hefore visiting
downtown. This site includes information
on more than 14,000 parking spaces near
35 downtown destinations. 5,

) R
i ot

@%SmaﬁWays

Wisconsin's Intelligent Tronspalaion Syster|
i i

= Carpool with friends and co-
workers. Carpooling reduces the
number of automobiles on the highways.

\SCONs,,
-\“ 4 4"«

J \ ; z
A
€ast rown

O%/ﬂ%\waukee
«COM

@ Use Park & Ride lots and shuttles.
Shuttles offer an easy way to get in and out
of downtown without driving and parking.

& Research transportation options.
Visit www.rideMCTS.com for a number of
options which include mass transit,
shuttles and frequent flyers.

@ Leave early for your destination.
Planning ahead will make your trip easy.

= Use turn signals. They let other
drivers know where you are going.

= Be prepared to stop.

2 Be patient. Your fellow drivers will
do the same for you.

@ Always Buckle Up for Safety.

Figure 7-11
Public Information Campaign Brochure



Appendix M contains an example of a venue
transportation guide prepared for Ford Field
in Detroit, Michigan.

The Nazareth Speedway in Nazareth, Penn-
sylvania produces an informative venue
guide each year that provides in-depth in-
formation about the raceway itself as well as
travel options to the venue site. Appendix
M contains the transportation section of the
guide prepared for this venue. This guide
can be downloaded from the venue’s web-
site. The opening sections of the guide pro-
vide a venue overview and list important
travel tips, including the use of recom-
mended routes and the possibility of incur-
ring delay due to both traffic congestion and
security issues. Since ingress and egress
traffic patterns differ, both sets of directions
are communicated in the venue guide. A
facility map shows available amenities as
well as parking area locations (including
disabled parking). In addition, the guide
includes a grandstand map and states park-
ing area opening times in addition to parking
rules and regulations.

Other Technology Applications
Other technology applications include:

e Kiosks
e Television
e Roadside traveler information devices

Kiosks

Kiosks are used extensively to provide mul-
ti-modal transportation information to the
traveling public, such as:

e Area maps

e Route guidance information

e Real-time travel condition information
(e.g., speeds, traffic incidents, etc.)

e Planned special event information
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e Road construction and road closure in-
formation

e Public transit information

e Weather information.

Successful kiosk implementations include
information that can be displayed on a color-
coded map and/or printed. This information
can include such items as turn-by-turn route
planning. The ideal location for a kiosk is in
high pedestrian traffic areas, such as hotels,
tourist attractions, businesses, schools and
universities, military bases, shopping malls,
rest areas, hospitals, and amusement parks.

The kiosk concept is used extensively in the
San Antonio, Texas area which operates 4
outdoor and 36 indoor interactive traveler
information kiosks.”” Before deployment of
the kiosks in San Antonio, a focus group
was established that randomly selected peo-
ple in the area to try the kiosk software.
This allowed designers to evaluate different
types of presentation layouts and informa-
tion and to base designs on user feedback.
The design process proved successful in cre-
ating demand for the kiosks in the San An-
tonio area.

Television

A successful pre-trip information strategy
includes the use of local media outlets to
disseminate information to the traveling
public. During planned special events, tele-
vision stations may show actual footage ob-
tained from CCTV cameras along roadways
in order to communicate real-time traffic
information. These CCTV camera links
originate from a transportation management
center (TMC), and the TMC can prevent
media access to certain cameras for security
or privacy reasons. In addition, a successful
information campaign includes the release
of regular e-mail or voice recording updates
to various media outlets by TMC operators.
The local media outlets, especially radio and
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television, use this information to alert mo-
torists of traffic incidents, alternate routes,
and general traffic information.

Television can be used to disseminate pre-
trip traveler information by way of regular
broadcast updates or a dedicated cable tele-
vision channel. A dedicated channel allows
travelers to turn on the television and view a
traffic report with little delay. As shown in
Figure 7-12, maps can be provided that
show icons with traffic incident locations
and color coded road segments that indicate
current travel speeds. Television traffic re-
ports can broadcast planned special event
travel information as well as road closures,
construction, detours, weather conditions,
transit, and current traffic conditions.

Figure 7-12
Television Travel Report

Roadside Traveler Information Devices

Roadside traveler information devices, such
as CMS and HAR, can be used in the days
and weeks prior to an event to alert com-
muters and local residents of possible spe-
cial traffic patterns and closures due to a fu-
ture planned special event. Device mes-
sages can be specific in terms of the exact
days and times of the anticipated travel im-
pacts and roadway modifications. Message
broadcast should commence at least one
week prior to the planned special event.
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HAR can disseminate more detailed infor-
mation about transportation alternates and
parking access for the event. The service
can promote alternate modes of travel such
as light rail, bus, or bicycle. In addition, in-
formation on shuttle buses for the event can
be included in HAR message sets.
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